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Abstract 
The aim of this paper is to determine the acceptance of internet banking system amongst potential young 
users in internet banking.  Specifically, it has been attempted to examine the effects of Computer Self- 
Efficacy (CSE) and extended Technology Acceptance Model (TAM) on the Behavioural Intention (BI) to 
use the internet banking systems. Data was obtained from 222 undergraduate marketing students in a 
Malaysia’s public university.  The finding showed that Perceived Usefulness (PU), Perceived Ease of use 
(PE) and Perceived Credibility (PC) of extended TAM had a significant relationship with BI.  It was 
found that PC exerting a stronger influence than PU and PE on respondents’ BI to use the internet 
banking systems.   This study validated the critical role of CSE in predicting individual responses to 
information technology systems.  The finding also unveiled that indirect relationship existed between 
CSE and BI through PU, PE and PC of TAM.  
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1. Introduction 
The evolution in internet banking studies has point out the importance of fulfilling the needs of 
potential internet banking users who significantly affect the level of internet banking acceptance.  
Previous studies in internet banking were silent to address specifically potential young users as their main 
target of researches [1].  In Malaysia, as reported by the Malaysian Communications and Multimedia 
Commission in 2004, young internet users accounted to 12.3% of the total utilization of internet, thus 
providing huge future market in internet banking.  This group of users consist of those between 17 – 25 years 
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of age, and most of them are students in secondary schools and universities.  Students in tertiary education are 
very important to internet banking providers because most of the future users of internet banking will come 
from this segment.  As a result, understanding their behaviour towards internet banking systems is crucial. 
The potential young internet banking users is regarded as information technology literate and 
therefore, revealing the effect of their computer self-efficacy (CSE) on their behavioural intention (BI) 
towards internet banking systems is crucial.  Review on the current trend of internet banking systems 
researches involving TAM indicated that users’ perceived credibility (PC) of the systems, together with 
perceived usefulness (PU) and perceived ease of use (PE) of the classical TAM, is extensively used in 
predicting BI of potential users to use the systems [2, 3, and 4].   Therefore, this study provides additional 
insights on the effects of CSE and extended TAM on BI of potential young users in internet banking 
systems.   
2. Literature Review 
Many researchers used different technology approaches or theories to test the determinant 
factors that affect consumers’ acceptance of information technology systems.  TAM was used as the basis 
of the theoretical framework to build a model to determine the internet banking intention. TAM was 
introduced by Davis [5], which stressed on adoption degree of a person in using a technology and aspects 
that affect his or her acceptance or intention to use the technology.  He advises that predictors of 
technology use intentions are PU and PE.  PU refers to the degree to which a person believes that using a 
particular system would be free of effort and PE indicates the degree to which he believes that using a 
particular system would enhance his job performance [5]. TAM has been validated as a powerful and 
parsimonious framework for explaining the adoption of information technology by the users [5, 6].  
Fishbein and Ajzen [7] suggested that a person’s adoption or actual behavioural could be determined by 
considering his or her prior intention along with his beliefs for a given behaviour.  Thus, BI serves as an 
indicator of a person’s readiness to perform certain behaviour.  It measures a person's relative strength of 
intention to perform behaviour [5], such as his intention to use information technology systems.   
Many researchers suggest that additional variables in TAM are required to derive a better 
understanding on determinant factors influencing the decision of bank users to use internet banking 
systems.  Thus, PC is added into the classical TAM [2, 3, 4].  PC is identified across many studies to have 
effect on users’ intention to adopt the internet-based transaction systems.  
CSE is considered as one of the external variable in TAM model and it plays a vital role in 
shaping an individual’s feeling and behaviour [8].  CSE would lead to more favourable behavioural 
intention through its influence on PU and PE [9, 2 and 3].  However, existence concerns regarding PC of 
the online transactions, such as internet banking systems, will negatively affected by CSE [2] [11].  
 
3. Validity and Reliability 
 
In this study, seven items were used to measure CSE based on the theory of Self Service 
Technology by Compaeu and Higgins [8[.  Six items for each PU and PE of TAM were adapted from 
Davis [5].  PC was included in the TAM model with five items based on the work of Pikkarainen et al. [3].  
BI was measured using five questions which were adapted from Davis [5].  The questionnaire was 
distributed to and collected from all undergraduate marketing students (222 students) in one of Malaysia’s 
public higher education. 
The KMO measure of sampling for CSE and TAM (PU, PE and PC) and BI were above 0.80, 
supported by Bartlett’s test of Sphericity of 0.00, allowing the research to proceed with factor analysis.  
The results of Total Variance Explained of Confirmatory Factor Analysis (CFA) indicated that only one 
dimension, i.e. CSE, in the initial solution with eigenvalues greater than 1.0 has been extracted with the 
cumulative percentage of 61.719%.  Six out of seven items in CSE were accepted based on the results on 
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component matrix with factor loading more than 0.5.  Item CSE 1 (I could complete my banking 
transactions using the internet banking systems if there is no one around tell me what to do) was 
neglected due to factor loading of 0.462.  For BI, the Total Variance Explained indicated that only one 
dimension, i.e. BI, in the initial solution with eigenvalues greater than 1.0 has been extracted with the 
cumulative percentage of 68.348%.  All five items of BI were accepted based on the results on component 
matrix with factor loading more than 0.5.  Further, the rotated component matrix of CFA yielded three 
components, i.e. the three proposed dimensions of TAM (PU, PE and PC) with the cumulative percentage 
of 65.238%.  All items in the proposed PU, PE and PC were retained based on the results of component 
matrix with factor loading ≥ 0.5. 
As in previous studies, Cronbach’s alpha was used as reliability analysis to measure the degree 
of consistency and correlation with each other. The higher the alpha value, the better the measured items. 
In this study, the alpha value for CSE was 0.746 and the values for PU, PE, PC and BI were 0.892, 0.893, 
0.890 and 0.809 respectively.  Based on this analysis, it is believed that construct of CSE, TAM and BI 
used in this study was reliable and valid for further analysis. 
 
4. Result and Analysis 
 
As illustrated in Table 1, the multiple regression analysis indicated that CSE has a positive effect 
on PU (Regression 1 - β 0.380, t 6.086, Sig. 0.001) and PE (Regression 2 - β 0.389, t 6.265, Sig. 0.001) of 
the Internet banking systems.  Thus, H1a and H1b were accepted denoting respondents’ CSE will 
influence their intention to use the systems.  However, H1c was rejected indicating that respondents’ CSE 
was positively affecting their PC of the systems (Regression 3 - β 0.169, t 2.546, Sig. 0.012).  It implied 
that the higher the ability of one in computer skills, the higher the security and privacy issues of PC will 
be concerned. 
 
Table 1: Results on the effect of Computer Self-Efficacy on Perceived Usefulness, Perceived Ease of 
Use and Perceived Credibility of the behavioural intention to use the internet banking system 
Hypothesis  Regression 1 Regression 2 Regression 3 
 (Constant) CSE 
2.330 
CSE 
2.006 
CSE 
2.630 
H1a: Computer self-efficacy will have a 
positive effect on perceived usefulness of the 
behavioural intention to use Internet banking. 
 
PU (β) 
t-value 
p-value 
VIF 
0.380 
6.086 
0.000** 
1.000 
  
H1b: Computer self-efficacy will have a 
positive effect on perceived ease of use of the 
behavioural intention to use Internet banking. 
 
PE (β) 
t-value 
p-value 
VIF 
 0.389 
6.265 
0.000** 
1.000 
 
H1c: Computer self-efficacy will have a 
negative effect on perceived credibility of the 
behavioural intention to use Internet banking 
PC (β) 
t-value 
p-value 
VIF 
  0.169 
2.546 
0.012* 
1.000 
 F statistic 
R2 
37.039 
0.144 
39.247 
0.151 
6.483 
0.029 
Note:  * p<0.05; ** p<0.01 
As presented in Table 2, the multiple regression analysis indicated that the three construct of 
TAM – PU, PE and PC – were significantly associated with BI (Regression 4).  Specifically, PU (β 0.226, 
t 3.155, Sig. 0.002), PE (β 0.201, t 2.274, Sig. 0.006) and PC (β 0.352, t 6.018, Sig. 0.001) have a positive 
effect on respondents’ intention to use the internet banking systems.  Thus, all the H2 were supported.   
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Table 2: Results on the effect of Perceived Usefulness, Perceived Ease of Use and Perceived 
Credibility of TAM on Behavioural Intention 
Hypothesis  Regression 4 
 (Constant) BI 
1.214 
H2a: Perceived usefulness will positively affect the 
behavioural intention to use internet banking. 
 
PU (β) 
t-value 
p-value 
VIF 
0.226 
3.155 
0.002* 
1.852 
H2b: Perceived ease of use will positively affect the 
behavioural intention to use internet banking. 
 
PE (β) 
t-value 
p-value 
VIF 
0.201 
2.774 
0.006* 
1.888 
H2c: Perceived credibility will positively affect the 
behavioural intention to use internet banking. 
 
PC (β) 
t-value 
p-value 
VIF 
0.352 
6.018 
0.000** 
1.229 
 F statistic 
R2 
47.248 
0.394 
Note:  * p<0.05; ** p<0.01 
The calculation on the total effects of CSE and TAM on BI was tabulated in Table 3.  It was 
found that the marketing students’ CSE indirectly affects their BI to use the internet banking systems 
through PU, PE and PC of TAM.  The total indirect effect is accounted 0.223.  TAM was found to have 
direct effects on respondents’ BI to use the systems.  The total direct effect is 0.779.  Thus, both CSE and 
the three constructs of TAM were found to have significant influence on users’ BI to use the internet 
banking systems.  
 
Table 3: Calculation on the total effects of Computer Self-Efficacy and TAM on Behavioural 
Intention 
 Total effects of CSE on BI Total effects of TAM on BI 
The undergraduate 
marketing students 
=  indirect effect (through TAM)  
=  (0.380*0.226) + (0.389*0.201) + (0.169*0.352) 
=  0.223 
=  direct effect  
=  0.226 + 0.201 + 0.352 
=  0.779 
 
5. Discussions 
 
The multiple regression analysis indicated that CSE has a positive effect on PU of the Internet 
banking systems.  The result is consistent with the work of Amin [4] and the work of Guriting and 
Ndubisi [10].  The positive effects of CSE on PE of TAM in the internet banking systems are consistent 
with previous researches [2, 10].  On the contrary, the positive effect of CSE on PC shows that the higher 
the ability of one in computer skills, the higher the security and privacy issues will be concerned.  This is 
inconsistent with the study of Wang et al. [2] who found negative effect of CSE on PC, i.e. the higher the 
ability of one in computer skills, the less security and privacy issues of PC will be concerned. 
The results on the positive effect of all construct of extended TAM were consistent with previous 
research findings.  Specifically, the effect of PU [2, 10], PE [9, 2, 10], and PC [1, 10, 3] on BI were well 
supported.  Thus, it can be concluded that the integration of PC with PU and PE in TAM will definitely 
help researchers to better explain individual intention to use internet banking systems.  
Venkatesh and Davis [9], proposed the inclusion of external variable into the classical TAM – 
PU and PE - to predict consumers BI and the actual use of information technology systems.  The CSE, as 
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the external variable, was employed by many researchers to predict its effect on BI [2, 10, 4].  The finding 
of this study supported this formation, in which: (i)  users CSE was found to have significant positive 
effect on TAM; and (ii) the users CSE is indirectly influence, through PU, PE and PC of TAM, their BI to 
use the internet banking systems. 
 
6. Conclusions 
 
 This research revealed that CSE, and PU, PE and PC of the extended TAM had significant effect 
on users’ BI to use internet banking systems.  This indicated that the higher the magnitude of CSE, PU, 
PE and PC by customers; the higher will be their intention to use the systems.  The inclusion of PC with 
PU and PE in the TAM model contributed to the better understanding on how individuals react, in term of 
exerting their intention, to use information technology systems.  Thus, the integration of PC in the 
classical TAM model to predict consumers BI is well supported.  In fact, PC (β 0.352) has been found to 
have stronger influence than PU (β 0.226) and PE (β 0.201) on users’ BI to use internet banking systems.   
 The finding of this study had validated that the external variable in the formation of TAM and BI 
[9], such as CSE [8, 2], is crucial in determining predictors of technology use intention.  In this study, 
CSE serves as indirect impetus, through TAM, to enhance users’ PU, PE and PC of internet banking 
systems.  Thus, CSE is very influential in facilitating users’ acceptance of the systems.   
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